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DISRUPTION:
Evolving Models of Engagement and Support
A National Study of Member-Based Advocacy Organizations
Complete survey findings
April 2011
2 United States membership organizations with annual budgets greater than $1 millionMarket
 Online quantitative survey of membership based advocacy organizationsData Collection
 Duration: ~ 40minutes
 Fieldwork dates: 2 July,2010 – 25 August, 2010Survey Details
Screening
Criteria
To qualify for the survey, respondents had to indicate that:
 Their organization’s total expenditure for the most recently completed year was
greater than $1 million
 Their organization does not operate only at a local level, or only at the
international level
 Their organization has members
Sample Details
 The survey response rate was 37% (163 responses out of 443 qualified
organizations)
 Altogether 259 out of 537 people responded to the survey invite. Of these 259
respondents, 104 completed all or most of the survey, 59 completed part of the
survey, and 96 were screened out.
Study Research Methodology
Membership Organization Survey
3Executive Summary
Membership Organization Survey
 Foundation funding currently makes up 37% of responding organizations’ overall revenue.
Fully three-quarters anticipate that total revenue will grow and that foundation funding as a
proportion of total revenue will remain roughly the same over the next five years. But there is a
significant difference in reliance on foundation funding depending on the age and size of
the organization:
– Foundation funding currently makes up 25% of revenues for responding organizations
founded before 1970 but 44% of revenues for those founded after 1990, with little
change anticipated by 2012.
– Organizations with overall revenues of less than $3 million expect foundation funding to
account for 39% of revenues by 2012, down from 45% in the current year; whereas
organizations with revenues of greater than $10 million project foundation funding to change
very little over the next five years (from 24% to 22%).
 Membership-based organizations of all sizes and vintages are expecting to build a younger,
more diverse member base over the next five years.
 Although a large proportion of organizations are using new social media such as social
networks and blogs to engage members, most organizations responding to the survey
(62%) started using new social media less than two years ago. And the use of new social
media is significantly higher among younger organizations (formed after 1970).
 The most significant challenges organizations face when using new social media are
integrating new tools with existing strategy and media (66%), understanding how to use
these tools effectively (64%), and integrating online and offline activities and programs
(51%). Forty-eight percent also report that it is a challenge to reach their core membership using
these tools.
4Executive Summary
Membership Organization Survey
 In terms of mainstream media, the most frequently cited challenge is cost (61%).
 More than 60% of respondents are making use of social networking websites (66%) and email
(62%) to reach out to young people under 30; on the other hand, 54% report that their
outreach to young people is the same as to other age groups.
 Seventy-five percent of all organizations responding to the survey but only 50% of organizations
in the $3-5 million budget range have specific staff to manage new media.
 A large proportion of respondents (55%) report that it is easier to engage members now than
three years ago. Three reasons are oft cited: the organizations and their issues have gained
visibility/prominence, they have centralized databases and/or dedicated staff to manage
communications, and/or use of online media such as social networking sites. Fifteen percent
report that it is more difficult to engage members than three years ago due to the financial
constraints of their organization, the more general negative impact of the political and
economic context in the country and/or the fact that members have less time to engage
because of other commitments.
 However, respondents also report that mainstream media such as direct mail, email and
websites remain more effective than new social media to date, in terms of both fundraising
and member engagement.
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Source: S1 - What year was your organization founded? ; S2 - What were total expenditures for your most recently completed fiscal year? ; S3 - How many
paid, full-time equivalent, employees do you have?
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Source: S4 - What is your organization’s main area of focus? ; S6 - What is your organization’s main area of focus? S5 - Do you work at the local, state,
national or international level? (check all that apply)
Profile of Respondent Organization (2/3)
Organization Profile
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8Breakdown of Respondents by Size of Membership Base
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Current and Expected Distribution of Age of Members
Source: Q5 – How many members did you have as of the most recently completed fiscal year? ; Q6 – Please indicate the percent of your
individual member base by age range – current and projected?
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Organization Profile
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Current and Expected Profile of Members
Organization Profile
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Note: Responses of only those respondents are considered who were able to identify the typical profile of the member
Source: Q2 – Please describe your most typical member (age, ethnicity, education, income, gender); Q3 – What do you expect the profile of your most typical
member to be in three years?
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Usage of Mainstream Media to Communicate with Members (n=108)
Source: Q9 – How is your organization using mainstream media tools to communicate with members?
Among mainstream media – website and email are the most used tools to engage with
members; radio, television and billboards are infrequently used.
Communication with Mainstream Media (1/3)
Usage of Media Tools
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Source: Q9 – How is your organization using mainstream media tools to communicate with members? Q19_2 - Please tell us about your revenue
- past and projected?
Use of Print Ads is significantly higher for organizations with revenues over $10 MM than
others
Communication with Mainstream Media (2/3)
Usage of Media Tools
Mainstream
Media Tools
Less than 3 MM
(n=36)
3 to 4.99 MM
(n=19)
5 to 9.99 MM
(n=22)
More than 10 MM
(n=31)
Website 100% 100% 100% 100%
Email 100% 100% 100% 100%
Op Eds 89% 84% 77% 90%
Direct Mail 83% 84% 73% 90%
Listserves 72% 68% 64% 65%
Earned Media 64% 74% 45% 81%
Radio 36% 26% 32% 39%
Print Ads 31% 42% 41% 71%
TV 25% 26% 41% 42%
Billboards 19% 16% 5% 26%
Difference in Usage of Mainstream Media by Current Revenue
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Source: Q9 – How is your organization using mainstream media tools to communicate with members? S1 - What year was your organization founded?
Usage of Listserves is significantly higher among organizations founded in between
1970 to 1989 than the organizations founded after 1990
Communication with Mainstream Media (3/3)
Usage of Media Tools
Mainstream
Media Tools
1990 to 2010
(n=27)
1970 to 1989
(n=54)
Before 1970
(n=27)
Website 100% 100% 100%
Email 100% 100% 100%
Op Eds 85% 91% 78%
Direct Mail 74% 87% 85%
Earned Media 63% 67% 70%
Listserves 52% 76% 67%
Print Ads 37% 48% 52%
Radio 33% 37% 30%
TV 30% 37% 30%
Billboards 26% 15% 15%
Difference in Usage of Mainstream Media by Age of Organization
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Source: Q10 - What are your biggest challenges in working with mainstream media?
Challenges in Working with Mainstream Media (n=108)
Lack of support from our Board
Skepticism of staff leadership
2%
6%
Misaligned incentives 8%
Organizational structure 11%
Others 18%
Understanding how to use the tools effectively 18%
Reaching our core membership using these tools 26%
Integrating online and offline activities and programs 28%
Integrating new tools with existing strategies and media 38%
Cost 61%
% of Respondents
The major challenges respondents cited when working with mainstream media include
cost and integrating online media with existing tools and strategies
Challenges in Mainstream Media Usage (1/3)
Usage of Media Tools
Lack of time, untrained staff, “Lack
of investigative journalism and
crowded media market,” biased
media
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Challenges Less than 3 MM(n =36)
3 to 4.99 MM
(n =19)
5 to 9.99 MM
(n =22)
More than 10 MM
(n =31)
Integrating new tools with
existing strategies and
media tactics
25% 37% 27% 61%
Cost 64% 68% 59% 55%
Integrating online and
offline activities and
programs
19% 42% 23% 32%
Organizational structure 8% 11% 5% 19%
Reaching our core
membership using these
tools
36% 32% 18% 16%
Understanding how to use
the tools effectively 17% 11% 27% 16%
Skepticism of staff
leadership 0% 5% 0% 16%
Misaligned incentives 14% 5% 9% 3%
Lack of support from our
Board 3% 0% 5% 0%
Challenges in Mainstream Media Usage (2/3)
Usage of Media Tools
Source: Q10 - What are your biggest challenges in working with mainstream media? ;Q19_2 - Please tell us about your revenue - past and projected?
Difference in Perception of Challenges with Mainstream Media by Current Revenue
Larger organizations find integrating online and offline activities and programs, and
skepticism of staff leadership as major challenges to working with mainstream media
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Challenges Before 1970(n=27)
1970 to 1989
(n=54)
1990-2010
(n=27)
Cost 67% 63% 52%
Reaching our core membership
using these tools 22% 26% 30%
Integrating new tools with existing
strategies and media tactics 56% 37% 22%
Integrating online and offline
activities and programs 37% 30% 15%
Understanding how to use the
tools effectively 33% 13% 11%
Misaligned incentives 11% 7% 7%
Organizational structure 15% 13% 4%
Lack of support from our Board 7% 0% 0%
Skepticism of staff leadership 11% 6% 0%
Older organizations find understanding how to use the tools effectively and integration of
new tools with existing media as major challenges when working with mainstream media
Challenges in Mainstream Media Usage (3/3)
Usage of Media Tools
Difference in Perception of Challenges with Mainstream Media by Age of Organization
Source: Q10 - What are your biggest challenges in working with mainstream media? S1 - What year was your organization founded?
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Usage of New Social Media to Communicate with
Members (n=108)
Source: Q11 - How is your organization currently using new social media tools to communicate with members?; Q12 - How long has your organization been
using new social media tools to communicate with members?
Social Networks and blogs are the most significant tools used to communicate with
members; Most organizations started using new social media in the last two years
Communication with Social Media (1/4)
Usage of Media Tools
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78%79%
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94%
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advertising
Micro-
blogging
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4%
53%
31%
9%
More than 5 year
3-5 years
1-2 year
Less than 1 year
Time Period Since When Organization is
Using New Social Media Tools (n=107)
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Communication with Social Media (2/4)
Usage of Media Tools
Organizations use social media tools to raise awareness, request action and connect
members
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29%
36%
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35%
6%
21%
49%
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Source: Q11 – How is your organization using New Social Media tools to communicate with members?
Fund-raiseSolicit inputRecruit new membersRequest actionConnect membersRaise awareness
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Source: Q11 – How is your organization using Social media tools to communicate with members? Q19_2 Please tell us about your revenue - past
and projected?
Higher proportion of large organizations use paid social media such as mobile/texting
and online advertising than smaller organizations
Communication with Social Media (3/4)
Usage of Media Tools
New Social
Media Tools
Less than 3 MM
(n =36)
3 to 4.99 MM
(n =19)
5 to 9.99 MM
(n =22)
More than 10 MM
(n =31)
Social networks 100% 95% 91% 90%
Blogs 89% 74% 77% 97%
Video sharing 72% 68% 82% 90%
Micro Blogging 69% 84% 77% 84%
Wikis 28% 47% 23% 35%
Mobile / Texting 25% 32% 32% 48%
On-line advertising 25% 53% 36% 71%
Social News 22% 16% 27% 35%
Difference in Usage of New Social Media by Current Revenue
20
Source: Q11 – How is your organization using Social media tools to communicate with members? S1 - What year was your organization founded?
Lesser proportion of older organizations use social networks
Communication with Social Media (4/4)
Usage of Media Tools
New Social
Media Tools
Before 1970
(n=27)
1970 to 1989
(n=54)
1990 to 20100
(n=27)
Social networks 85% 100% 93%
Video sharing 74% 78% 85%
Blogs 93% 85% 81%
Micro blogging 78% 80% 74%
Online ads 44% 46% 44%
Mobile texting 33% 35% 33%
Wikis 37% 31% 30%
Social news 30% 22% 30%
Difference in Usage of Social Media by Age of Organization
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Source: Q13 - What are your biggest challenges in working with new social media?
9%
Organizational structure 26%
Cost 28%
Reaching our core membership using these tools 48%
Integrating online and offline activities and programs 51%
Understanding how to use the tools effectively 64%
Integrating new tools with existing strategies and media 66%
Others
Misaligned incentives
17%
5%
Lack of support from our Board
Skepticism of staff leadership
2%
Challenges in Working with New Social Media (n=108)
% of Respondents
Lack of resources (funds and staff)
and time, reluctance to use social
media
Understanding and integrating new social media tools emerged as the biggest
challenges faced by organizations when working with new social media tools
Challenges in Social Media Usage (1/3)
Usage of Media Tools
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Difference in Perception of Challenges with New Social Media by Current Revenue
Large organizations face significantly higher challenge in integrating new tools with
existing strategies and media tactics than smaller organizations
Challenges in Social Media Usage (2/3)
Usage of Media Tools
Source: Q13 - What are your biggest challenges in working with new social media? Q19_2 Please tell us about your revenue - past and projected?
Challenges < 3 MM(n=36)
3 - 4.99 MM
(n=19)
5 to 9.99 MM
(n=22)
> 10 MM
(n=31)
Integrating new tools with existing strategies
and media tactics 50% 63% 73% 81%
Understanding how to use tools effectively 72% 58% 50% 68%
Integrating online and offline activities
programs 39% 63% 45% 61%
Reaching our core membership with these
tools 42% 58% 41% 55%
Organizational structure 19% 16% 32% 35%
Cost 31% 42% 23% 19%
Skepticism of staff leadership 6% 11% 5% 16%
Misaligned incentives 6% 0% 9% 3%
Lack of support from our board 3% 0% 0% 3%
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Difference in Perception of Challenges with New Social Media by Age of Organization
A higher proportion of older organizations face challenges with new social media core
member ship than younger organizations
Challenges in Social Media Usage (3/3)
Usage of Media Tools
Source: Q13 - What are your biggest challenges in working with new social media?; S1 - What year was your organization founded?
Challenges Before 1970(n=27)
1970 to 1989
(n=54)
1990-2010
(n=27)
Understanding how to use tools effectively 85% 65% 41%
Integrating new tools with existing strategies and media
tactics 85% 70% 37%
Integrating online and offline activities programs 67% 52% 33%
Reaching our core membership with these tools 63% 52% 26%
Cost 26% 30% 26%
Organizational structure 33% 28% 15%
Skepticism of staff leadership 11% 9% 7%
Misaligned incentives 11% 4% 0%
Lack of support from our board 7% 0% 0%
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Media Tools Effectiveness inFundraising
Direct Mail 3.01
Email 2.67
Website 2.60
Earned Media 2.35
On-line advertising 2.21
TV 2.16
Social Networks 2.13
Listserves 2.02
Radio 1.96
Print Ads 1.89
Social News 1.87
Wikis 1.84
Op Eds 1.83
Blogs 1.82
Mobile/Texting 1.79
Micro-blogging 1.76
Video sharing 1.75
Billboards 1.50
Note : A four point scale was used where 1-not effective at all; 2-somewhat effective; 3-effective; 4-highly effective
Source: Q14 - Please rate the current effectiveness of the new and mainstream media tools you use for fundraising ; Q15 - Please rate the curr ent
effectiveness of the new and mainstream media tools you use to engage members
Respondents report that mainstream media is more effective than new social media for
fundraising and member engagement
Effectiveness of Media Tools
Usage of Media Tools
Media Tools Effectiveness inmember engagement
Email 3.21
Website 2.98
Listserves 2.80
Direct Mail 2.69
Social Networks 2.62
Earned Media 2.58
Blogs 2.56
Micro-blogging 2.37
Op Eds 2.36
Video sharing 2.33
Mobile/Texting 2.31
Radio 2.28
Wikis 2.19
On-line advertising 2.15
Social News 2.14
TV 2.13
Print Ads 2.02
Billboards 1.83
New Social
Media Tools
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Media Tools Effectiveness inFundraising
Direct Mail 2.88
Email 2.71
Websites 2.53
Earned Media 2.56
Mobile/Texting 1.67
Note : A four point scale was used where 1-not effective at all; 2-somewhat effective; 3-effective; 4-highly effective
Source: Q14 - Please rate the current effectiveness of the new and mainstream media tools you use for fundraising ; Q15 - Please rate the curr ent
effectiveness of the new and mainstream media tools you use to engage members
Effectiveness of Media Tools - Fundraising
Usage of Media Tools
New Social
Media Tools
Media Tools Effectiveness inFundraising
Direct Mail 2.88
Email 2.71
Earned Media 2.56
Websites 2.53
Op Eds 2.30
Media Tools Effectiveness inFundraising
Websites 2.87
Direct Mail 2.86
On-line Ads 2.83
Earned Media 2.67
Email 2.61
Media Tools Effectiveness inFundraising
Direct Mail 3.27
Websites 2.75
TV 2.75
Email 2.66
Earned Media 2.18
<3MM 3 to 4.9 MM
5-9.99 MM More than 10MM
Top 5 rated media for Fundraising by Size of Organization (n=85)
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Media Tools Effectiveness inFundraising
Email 3.20
Websites 2.91
Listserves 2.76
Earned Media 2.65
Blogs 2.64
Note : A four point scale was used where 1-not effective at all; 2-somewhat effective; 3-effective; 4-highly effective
Source: Q14 - Please rate the current effectiveness of the new and mainstream media tools you use for fundraising ; Q15 - Please rate the curr ent
effectiveness of the new and mainstream media tools you use to engage members
Effectiveness of Media Tools – Member
Engagement
Usage of Media Tools
New Social
Media Tools
Media Tools Effectiveness inFundraising
Email 3.21
Websites 3.06
Direct Mail 2.81
Social Networks 2.75
Listserves 2.54
Media Tools Effectiveness inFundraising
Email 3.15
Websites 3.00
Wikis 3.00
Social Networks 2.93
Earned Media 2.80
Media Tools Effectiveness inFundraising
Email 3.27
Listserves 3.13
Websites 3.00
Direct Mail 2.77
Mobile/Texting 2.71
<3MM 3 to 4.9 MM
5-9.99 MM More than 10MM
Top 5 rated media for Member Engagement by Size of Organization
(n=85)
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Media Tools Effectiveness inFundraising
Direct Mail 3.14
Email 2.46
Websites 2.40
Mobile/Texting 2.33
On-line Ads 2.25
Note : A four point scale was used where 1-not effective at all; 2-somewhat effective; 3-effective; 4-highly effective
Source: Q14 - Please rate the current effectiveness of the new and mainstream media tools you use for fundraising ; Q15 - Please rate the curr ent
effectiveness of the new and mainstream media tools you use to engage members
Effectiveness of Media Tools – Fundraising
Usage of Media Tools
New Social
Media Tools
Media Tools Effectiveness inFundraising
Direct Mail 3.05
Websites 2.76
Email 2.74
Earned Media 2.38
Social Networks 2.20
Media Tools Effectiveness inFundraising
Direct Mail 2.80
Email 2.73
Earned Media 2.64
On-line Ads 2.60
TV 2.50
Before 1970 1970-1989
1990 onwards
Top 5 rated media for Fundraising by Age of Organization (n=85)
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Media Tools Effectiveness inFundraising
Email 3.15
Websites 3.05
Listserves 2.88
Direct Mail 2.71
Mobile/Texting 2.60
Note : A four point scale was used where 1-not effective at all; 2-somewhat effective; 3-effective; 4-highly effective
Source: Q14 - Please rate the current effectiveness of the new and mainstream media tools you use for fundraising ; Q15 - Please rate the curr ent
effectiveness of the new and mainstream media tools you use to engage members
Effectiveness of Media Tools – Member
Engagement
Usage of Media Tools
New Social
Media Tools
Media Tools Effectiveness inFundraising
Email 3.31
Websites 3.07
Social Networks 2.80
Listserves 2.74
Direct Mail 2.71
Media Tools Effectiveness inFundraising
Email 3.08
Listserves 2.91
Websites 2.77
Radio 2.75
Mobile/Texting 2.71
Before 1970 1970-1989
1990 onwards
Top 5 rated media for Member Engagement by Age of Organization
(n=85)
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7%
10%
10%
12%
28%
37%
43%
44%
54%
62%
66%
Special programs
designed for them
Video Sharing
Micro blogging
Blogs/ RSS feeds
with updates
Same as other
age groups
Email
Social networking
websites
Social News
Online advertising
Mobile texts
Wikis
Changes in the Tactics Observed
 Focus on use of new social media tools –
social networking site (Facebook, Twitter),
blogs and other online media, and
integrating it with traditional communication
tools
“…in the past year, we initiated social
networking communications to try to
increase our engagement with this age
group. Our Facebook membership seems to
skew more to this age range…”
 Change in organizational structure – hired
dedicated staff to communicate with young
members using new social media
 Undertake mobile text campaigns
 Modification in website to engage with
young members
 Training to communication staff to engage
with young members
 Undertake dedicated programs targeted at
youth
Source: Q16 - How does your organization currently communicate with and engage young people under 30 years of age? ; Q17 – Does this represent a change
in tactics over the past three years? If so, how has your approach to communicating with young people changed?
Different Communication Techniques for Young
Members (Aged below 30) (n=104)
Online media tools such as Social Networking websites and email are used by a large
proportion of organizations for communicating with members aged below 30 years
Communication with Young Members
Usage of Media Tools
30
3%
9%
9%
9%
Social networking
websites
Email
Blogs/RSS feeds
with updates
Same as other
age groups
Micro blogging
Video sharing
Special programs
designed for them
Social News
Mobile texts
Wikis
Online advertising
66%
66%
49%
46%
40%
31%
20%
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q16 - How does your organization currently communicate with and engage young people under 30 years of age? ; Q19_2 Please tell us about your
revenue - past and projected?
< 3 MM (n=35)
Communication with Young Members
Usage of Media Tools
0%
0%
53%
53%
32%
68%
37%
32%
21%
0%
11%
75%
70%
45%
55%
65%
50%
45%
15%
15%
10%
15%
37%
53%
47%
57%
70%
13%
7%
13%
20%
30%
37%
< 3 to 4.99 MM
(n=19)
< 5 to 9.99 MM
(n=20)
> 10 MM
(n=20)
31
4%
4%
4%
8%
Mobile texts
Wikis
62%
Micro blogging
35%
23%
Online advertising
65%
54%
31%
23%
Same as other
age groups
Social networking
websites
Blogs/RSS feeds
with updates
Video sharing
Social News
Special programs
designed for them
Email
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q16 - How does your organization currently communicate with and engage young people under 30 years of age? ; S1 - What year was your
organization founded?
Before 1970
(n=26)
Communication with Young Members
Usage of Media Tools
54%
73%
69%
46%
35%
50%
38%
17%
12%
15%
12%
1970 to 1989
(n=52)
0%
4%
4%
42%
58%
54%
50%
12%
50%
46%
12%
1990 to 2010
(n=26)
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Most organizations use the term ‘member’ to denote individual donors who contribute
financially to the organization
Source: Q1 – When you use the term ‘member’ at you organization, what do you mean? (check all that apply)
33%
16%
27%
29%
33%
60%
OthersVolunteersLocal affiliate
organizations
Direct mail listPeople who take
action for our cause
Individual donor
Definition of ‘Member’ for Organizations (n=108)
%
of
R
es
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nd
en
ts
Member Definition
Membership Base of Advocacy Organizations
Schools and Colleges,
Corporates, Other
organizations, groups of
individuals, “those who
pay dues”
34
Note: The percentages shown are based on organizations who track profile of their members or were able to identify the profile
Source: Q2 – Please describe your most typical member (age, ethnicity, education, income, gender); Q3 – What do you expect the profile of
your most typical member to be in three years?
Age
Ethnicity
Education
Income
Gender
 Boomers (46-65 years): 72%
 GenX (30-45 year): 16%
(n = 68)
 White / Caucasian : 75%
(n = 56)
 4 year college degree: 38%
(n = 47)
 USD 75,001 to 100,00: 38%
(n = 65)
 Female : 74%
(n = 58)
 Boomers (46-65 years) : 51%
 GenX (30-45 year): 35%
(n = 72)
 White / Caucasian : 57%
 Mixed racial background : 22%
(n = 49)
 4 year degree college: 37%
(n = 41)
 USD 75,001 to 100,000: 35%
(n = 60)
 Female: 78%
(n = 54)
Current Typical Individual Member
Profile
Expected Typical Individual Member
Profile in the next three years
Organizations expect changes in age and ethnicity of the ‘Typical Member’ in the next
three years: they expect their members to be younger and more ethnically diverse.
Current and Expected Profile of Members
Membership Base of Advocacy Organizations
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Source: Q4 – Why do you anticipate these changes?
 “…While our members tend to be older now, we are seeing a great upsurge and interest in
our work from a younger community, and we are changing our outreach and
communications to be more in line with this demographic. So far, this younger group spans a
broad range of income and education …”
 “…We serve a very broad and diverse base, and have been growing our reach and hope that
the makeup of our members will reflect the makeup of our communities and targets. ..”
 “…membership is aging, but we are striving for new younger members and more diversity …”
 “…We will embark on a branding effort to raise our profile. As the population as a whole
becomes more ethnically diverse, so will our members…”
 “…We are developing a wider range of programmatic initiatives that will reach new audiences.
Also, because we are increasing our work digitally, we anticipate reaching a slightly
younger crowd. ..”
Organizations expect their member base to be much younger, as they are changing the
method to reach out to members to online, from direct marketing. Also, they expect
greater diversity in income groups and ethnicity of members
Expected Changes in Member Profile and Reasons
Membership Base of Advocacy Organizations
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Source: Q20 - Please indicate approximate percentage of projected revenue from each source and how it is trending ; Q21 - Please tell us about your
individual donor base.
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Current and Expected division of Individual
Donor Base (n=76)
Current and Expected Sources of
Revenue for Organizations (n=86)
Breakdown of Revenues by Members (1/3)
Membership Base of Advocacy Organizations
Foundations are expected to continue as the largest source of revenue for respondents,
and to remain stable as a percent of total revenue
3% 2%
4%2%
Over $100,000
$25,001-100,000
$10,001-25,000
$1001-10,000
$0-1000
FY 2012
(Projected) $
3% 2%
92%
Current FY $
93%
FY 2005 $
3%
96%
6% 6%
13% 14% 15%
13% 14%
15%
16% 15%
16%
6%
Corporations
(grants and contracts)
Earned income
Large donors
(>10K gifts)
Government
(grants and contracts)
Individual donors
(<10K gifts)
Foundations
(private, community)
FY 2012
(Projected) $
13%
35%
Current FY $
14%
37%
FY 2005 $
14%
38%
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Breakdown of Revenues by Members (2/3)
Membership Base of Advocacy Organizations
20% 16%
7%
23%
11%
12%
7%
6%
7%
12%
14%
16%
1990 to 2010
(n=22)
14%
44%
1970 to 1989
(n=43)
13%
40%
Before 1970
(n=21)
14%
25%
21% 18%
6%
22%
12%
7%
8%
4%
7%
11%
13%
15%
1990 to 2010
(n=22)
13%
51%
1970 to 1989
(n=43)
15%
38%
Before 1970
(n=21)
13%
24%
19% 18%
10%
21%
14%
11%
7%
5%
7%
14%
15%
17%
1990 to 2010
(n=22)
14%
41%
1970 to 1989
(n=43)
12%
36%
Before 1970
(n=21)
14%
26%
Individual donorsEarned IncomeCorpGovtLarge donorsFoundations
Sources of Revenue by Org. Age
(FY 2005)
%
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Organizations founded after 1990 are significantly more reliant on foundation funding;
that reliance is expected to decline only slightly by 2012
Sources of Revenue by Org. Age
(Current FY)
Sources of Revenue by Org. Age
(FY 2012)
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q20 - Please indicate approximate percentage of projected revenue from each source and how it is trending ; S1 - What year was your organization
founded ?
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11% 17%
18%
16%
14%
10%
6%8%4%7%
20%
9%
9%
19%
10%
11%
> 10 MM
(n=26)
21%
24%
5 to 9.99
MM
(n=14)
13%
39%
3 to 4.99
MM
(n=15)
14%
41%
< 3 MM
(n=31)
11%
45%
7% 9%
20% 20%
11%
16%
10% 18%
18%
14%
11%
10%
5%7%5%6%
< 3 MM
(n=31)
5 to 9.99
MM
(n=14)
> 10 MM
(n=26)
3 to 4.99
MM
(n=15)
46%
12%
42%
14%
39%
14%
24%
23%
13%
8%
19% 19%
17%
11%
20%
16%
14%
10%
11%
6%7%4%7%
< 3 MM
(n=31)
3 to 4.99
MM
(n=15)
39%
13%
13%
5 to 9.99
MM
(n=14)
42%
> 10 MM
(n=26)
15%
38%
15%
22%
22%
Sources of Revenue by Revenues
of Organization (FY 2005)
Foundations Govt Individual donors Large donors Earned Income Corp
%
of
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Sources of Revenue by Revenues
of Organization (Current FY)
Sources of Revenue by Revenues
of Organization (FY2012)
Breakdown of Revenues by Members (3/3)
Membership Base of Advocacy Organizations
Regardless of the age of the organization, smaller organizations are proportionally more
reliant on foundation funding
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q20 - Please indicate approximate percentage of projected revenue from each source and how it is trending ; Q19 – Please tell us about your
revenue – past and projected.
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Source: Q22 – Please specify your organization’s average cost of acquiring a new member – past and projected.
Average cost of acquiring a new member (n=45)
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12% 12% 9%
2012 (projected)
20%
71%
Current FY
22%
66%
2005
21%
67%
>$100$51 - $100<$50
Organizations’ average cost of acquiring a new member has been relatively stable over
the last five years, and is projected to remain stable in the future
Cost of New Member Acquisition
Membership Base of Advocacy Organizations
Average Cost of
Acquisition
USD 98 USD 108 USD 105
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 Reasons for decrease in
renewal rates
• Economic slowdown
• Budget constraints
 Factors influencing increase in
renewal rates
• Usage of more effective media
tools such as online and radio
targeted towards members
• Usage of customized
messages for individual donors
• Hiring of targeted staff to
interact to manage media tools
• Increase in frequency of
communication with members
Renewal rate for existing members (n=73)
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11%
14% 8%
2012 (projected)
75%
17%
Current FY
68% 70%
21% 16%
2005
Factors Influencing the Trend
in Renewal Rates
Membership renewal rates are expected to rise in 2012 compared to current levels;
usage of online media has helped organizations increase renewal rates
Renewal Rate of Members
Membership Base of Advocacy Organizations
Current year
57%
25%
18%
Renewal rate for first time
members (n=73)
26-50%0 - 25% 51-100%
Note : 1The number of valid responses for this open ended question were n = 39.
Source: Q23: What percent of first time members renew?; Source: Q24 – Please specify the renewal rate for existing member – past and projected; Q24a –
How do you explain this trend?
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Average 60% 62% 65% 59%
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Source: Q27. What is your value proposition to your members? What do you offer them?
Membership Organizations’ Value Proposition To
Members
Appendix
Information and
Updates on the
Specific Cause
Discounts / Other
Monetary
Benefits
Services to
Members
Networking
Opportunity
Education and
Training of
Members
“We offer our members a perspective on maternal and child health issues (state and
federal) that they cannot receive anywhere else through e-newsletters, social media,
educational meetings/trainings. We also offer them opportunities for networking with
other people in the MCH arena and policy makers. ”
“Free admission Express entry Discounts on programs and in our gift stores Member
magazine and exclusive e-communications Special early morning hours Special events
and exhibit previews Personalized membership cards Gift and additional events for
donors at $500 and above “
“We are the largest organization for professional ecologists. We provide peer reviewed
journals, networking opportunities, educational programs and policy representation.”
“High speed network for research and higher education convening members twice
annually other network services”
“Networking, training, educational opportunities, technical assistance, support and
resources - and we are a linkage for our state/local members to what is going on at a
federal policy level.”
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Note: Never Includes not applicable
Source: Q7 – How frequently do you ask members (e.g. donors, activists and/or volunteers) to do any of the activities?
Frequency of Various Asks from Members (n=107)
% of Respondents
Frequency of Engaging Members
Engagement with Members
36%
36%
26%
38%
36%
41%
46%
51%
26%
36%
45%
0% 20% 40% 60% 80% 100%
Visit an elected official
53%
March, Walk or protest
35%
36%
18%
23%41%
Help build our agenda
Organize an event
Vote 11%
63%11%
Recruit other members
45%10%
22%Volunteer
36%
14%
Raise money
Sign a petition
44%
45%
18%
29%
Contribute money
Attend an event 63%
7%56%
Frequently Sometimes (1-2
times a year)
Never
44
55%
15%
30%
Lesser time available
with members due to
other engagements
Negative impact of
political and economic
situation in the country
Financial constraint of
the organizations
Easier
More Difficult
No Change
Source: Q8 – Are you finding it easier or more difficult to engage your members than three years ago and why?
Ease of Engaging Members Compared to
Three Years Ago(n=108)
More than half of the organizations find it easier to engage members as compared to
three years ago; Online tools including social media have made it easier to engage with
members
Use of online media
such as email and social
media – A number of
organizations use social
networking sites
Organizations feel that
they now have more
visibility and issues are
gaining prominence
Centralized database,
dedicated staff to
manage communication
Ease of Engaging with Members (1/2)
Engagement with Members
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Source: Q8 – Are you finding it easier or more difficult to engage your members than three years ago and why?
Difference in Ease of Engaging Members by Age
of Organization
Ease of Engaging with Members (2/2)
Engagement with Members
30%
9%
11%
1990 - 2010
(n = 27)
41%
1970 to
1989 (n= 54)
26%
41%
Before 1970
(n=27)
29%
65%
48%
No change More difficult Easier
17% 16%
13%
12%
> 10 MM
(n=31)
33%
5-9.99 MM
(n=22)
42%
58%
3-4.99 MM
(n=19)
26%
58%
< 3 MM
(n=36)
25%
45%
55%
Difference in Ease of Engaging Members by
Current Revenues
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Note: Please refer to the appendix for the list of organizations that were found to be “Model” for fundraising and member engagement
Source: Q25 - Please list up to three organizations or networks you look to as models of best practice in fundraising and tell us why you see them as
models?; Q26 - Please list up to three organizations or networks you look to as models of best practice in member engagement and tell us why you see them
as models?
Best Practices in Fundraising and Member
Engagement
Best Practices Followed, and Characteristics of ‘Model Organization’ in
Fundraising and Member Engagement
 Having large and effective donor base, and strong networks
 Running successful campaigns and donor programs
 Usage of social media
 Strong engagement with Members
 Marketing and branding
 Providing a broad array of services to members
 Excellent leadership of the organization
 Helping members connect
 Spreading awareness of important issues
 Organizing conferences and committee meets
The organizations that respondents found to be ‘model’ in terms of fundraising and
member engagement must have effective donor base, strong networks, use social
media to engage with members , and run successful campaigns
Engagement with Members
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 AARP (n=3)
 African-American Churches
 Alzheimer's Association
 American Association of Retired
Persons
 American Cancer Society
 American Enterprise Institute
 American heart Association
 American Red Cross
 Anything with children, puppies
and kittens
 Association of Fundraising
Professionals
 Autism Speaks
 Automobile Association of America
 Big Picture Learning
 Bronx Council for the Arts
 Casa de Maryland
 Cato Institute (n=2)
 Center for America progress
 center for investigative reporting
 Center on Budget and Policy
priorities
 Charles G. Koch Foundation
 Citizen United
 Clare Boothe Luce Policy Institute
 Common Cause
 Community Resource Exchange,
NYC
Note: The organizations in bold were mentioned by more than one respondent
Source: Q25 - Please list up to three organizations or networks you look to as models of best practice in fundraising and tell us why you see them as models?
Best Practice in Fundraising
Organizations Looked Upon as Models of Fundraising
 Consumer Reports
 Council of Engineering and
Scientific Society Executives
 Defenders of Wildlife
 Don't know any
 Drug Policy Alliance
 Ducks Unlimited
 Environment America
 Environmental Defense Fund
 Families USA
 FFPI
 Greenpeace (n=2)
 grist.org
 GuideStar
 Habitat
 Harvard University
 Heritage Foundation (n=3)
 Hoover Institution
 Institute for Justice
 Komen Breast Cancer
 Lance Armstrong
 Leadership Institute
 LISC
 Living Beyond Breast Center
 moveon.org (n=2)
 NRDC (n=3)
 National Campaign to Prevent
Teen and Unintended Pregnancy
 National council of Science and
the Environment
 National Legal Aid and Defender
Association
 National Partnership for Women
and Families (n=2)
 National Resources Defense
Council
 National Wildlife Federation
 National Women's LAW Center
 Obama for President (n=2)
 PHI (Paraprofessionals Healthcare
Institute)
 Pivot Learning
 Political Parties
 Population Action International
 PPFA
 Red Cross (n=2)
 Ron Paul for President Campaign
 Salvation Army
 Save the Bay
 Save the Children
 sierra club
 South Carolina Coastal
Conservation League
 Southern Environmental Law
Center
 Southern Poverty Law Center
 Spot.us
 Stand up to Cancer
 Susan B. Komen Foundation
 WWF (n=2)
Engagement with Members
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 AARP
 African-American Churches
 aipac
 American Cancer Society
 American Conservative Union
 American Enterprise Institute
 American Geophysical Union
 Association for Psychological
Sciences
 Association of Reproductive
Health Professionals
 Autism Speaks
 California State Parks foundation
 Campaign for Liberty
 Cato Institute
 choice usa
 Color of Change
 Common Cause
 craiglist.org
 Cultural Arts
 Defenders of Wildlife (n=2)
 Donors forum of Chicago
 Environment America
 Environmental Defense Fund
(n=4)
 Families USA
 feminist majority
 Greenpeace
 Heritage Foundation
 Hoover Institution
 huffingtonpost
Source: Q26 - Please list up to three organizations or networks you look to as models of best practice in fundraising and tell us why you see them as models?
Best Practice in Member Engagement
Organizations Looked Upon as Models of Member Engagement
 IL Caucus for Adolescent Health
 IL Chapter, American Academy of
Pediatrics
 Independent Sector
 KCRW/NPR
 Marine Mammal Center
 media tool shed
 MoveON .org (n=4)
 Museums
 NAACP
 NARAL
 National Legal Aid and Defender
Association
 NFIB
 North Carolina Center for
Nonprofits
 NRA (n=3)
 Oceana
 Planned Parenthood Federation of
America
 Political Parties
 PPFA
 Salvation Army
 Scientific societies - especially
successful younger societies like
Society for Conservation Biology
 Sierra club (n=3)
 SPCA
 State Policy Network
 Storyn of stuff
 Susan G. Koman
 Tea Party
 The Democracy Alliance
 The Leadership Conference for
Civil and Human Rights
 The Nature Conservancy (n=2)
 The Red Campaign
 Universities
 US Chamber
 WWF
 YMCA of USA
 Young Americans for Freedom
Engagement with Members
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75%
25%
• Development Director
• Communications and
Technology
• Editor / Writer / Publication
• Design
• Community Manager /
Online Communities
• Digital Media
• Digital Initiatives
• External Affairs
• Marketing
• New Media / Social Media
• Outreach
• Online operations / Strategy
• Public Relations / Media
Relations
• E-activism
• Member Representative -
next Gen
Name for Social Media
Department
Source: Q18 - Do you have staff specifically responsible for managing new social media communications at your organization? ; Q18a. If yes, what is their title?
; Q18b. When was this position hired/ created? ; Q18c. To whom do they report?
Percentage of Organizations with
Specific Staff to Manage Social
Media (n=103)
Three fourths of the organizations have specific staff to manage social media. The
specific position was created in most organizations in the past three years
Staff for New Social Media Communication
Impact of Media Tools on Organizational Structure
No
Yes
• VP – Communications /
Director - Communications
• VP – Marketing
• Executive Director /
Managing Director
• President
• CEO
• COO / Operations Director
• CMO
• CIO
• Director – Publishing
• Director – Media Relations
• Director of Public Policy
• Director of Online Strategies
and Membership
• Director for Advocacy
• Development Directors
• Director of Finance
• Director of e-activism
Authority to Whom Social Media
Staff Reports
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Source: Q18 - Do you have staff specifically responsible for managing new social media communications at your organization?; Q19_2 - Please tell us about
your revenue- past and projected?
Typically, 70-75% of the organizations have staff responsible for new social media
communications irrespective of the year in which they were founded; however,
substantially fewer organizations with budgets in $3-5 mm have a dedicated staff
Staff for New Social Media Communication
Impact of Media Tools on Organizational Structure
72% 73%
81%
27%28%
19%
Before 1970
(n=25)
1990 to 2010
(n=26)
1970 to 1989
(n=52)
77%
50%
85% 80%
5 to 9.99 MM
(n=20)
23%
3 to 4.99 MM
(n=18)
15%
< 3 MM
(n=35)
> 10 MM
(n=30)
50%
20%
Presence of Specific Staff to Manage Social
Media by Size of Annual Revenues (n=103)
Presence of Specific Staff to Manage Social
Media by Age of Organization (n=103)
YesNo
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Organization’s Expectation on Revenue Movement
Changes in Revenues of Organizations from 2005 to Current, and Expected Change in 2012 (n= 98)
The revenue movement for membership organizations is expected to be positive, as
lesser proportion of organizations expect revenues to decrease in the next 5 years as
compared to percentage who have witnessed a decline since 2005
5%
14%
Increase
No Change
Decrease
74%
20%
76%
10%
Expected Change in Revenue
from Current to 2012
Change in Revenue
from 2005 to Current
Source: Q19 – Please tell us about your revenue – Past and projected (FY 2005, Current FY and FY 2012)?
Membership Base of Advocacy Organizations
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Breakdown of Revenues by Members (1/2)
Membership Base of Advocacy Organizations
28%
0%0%
0%1%
0%1%
8%
1990 to 2010
(n=21)
0%
14%
50%
1970 to 1989
(n=37)
1%
99%
Before 1970
(n=18)
2%
96%
0%0%0%
0%1% 0%
0%1%
31%
1990 to 2010
(n=21)
0%
69%
1970 to 1989
(n=37)
1%
99%
Before 1970
(n=18)
2%
95%
17%
0%0%
0%1%
0%1%
18%
1990 to 2010
(n=21)
0%
11%
53%
1970 to 1989
(n=37)
1%
98%
Before 1970
(n=18)
2%
92%
Over $100,000$25,001-100,000$10,001-25,000$1001-10,000$0-1000
Break-up of Individual Donor
Base by Org. Age (FY 2005)
Break-up of Individual Donor
Base by Org. Age (Current FY)
Break-up of Individual Donor
Base by Org. Age (FY 2012)
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The proportion of donors gifting more than USD 1000 has been higher for younger
organizations, and the trend is expected to continue in 2012
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q21 – Please tell us you individual donor base.; S1 - What year was your organization founded ?
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Breakdown of Revenues by Members (2/2)
Membership Base of Advocacy Organizations
29%
4%
5%
7% 0%0%0%
0%0%
1%
0%
0%
> 10 MM
(n=24)
0%
< 3 MM
(n=26)
95%
0%
51%
3 to 4.99
MM
(n=14)
92%
5 to 9.99
MM
(n=12)
15%
98%
1%0%0%0%0%
0%0%0%0%
1%0%0% 26%
4%
> 10 MM
(n=24)
2%
98%
2%
3 to 4.99
MM
(n=14)
0%
97%
74%
< 3 MM
(n=26)
5 to 9.99
MM
(n=12)
96%
24%
4%
14%
14%
0%0%0%
0% 0%0%
0% 1%
> 10 MM
(n=24)
2%
97%
5 to 9.99
MM
(n=12)
0%
85%
3 to 4.99
MM
(n=14)
0%
15%
47%
< 3 MM
(n=26)
95%
Break-up of Individual Donor
Base by Revenues (FY 2005)
Break-up of Individual Donor
Base by Revenues (Current FY)
Break-up of Individual Donor
Base by Revenues (FY 2012)
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All sizes of membership organizations are heavily reliant on small donors for their
individual giving
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q21 – Please tell us you individual donor base.; Q19 – Please tell us about your revenue – past and projected.
Over $100,000$0-1000 $25,001-100,000$10,001-25,000$1001-10,000
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Membership Base of Advocacy Organizations
Cost of New Member Acquisition (1/2)
27% 20%
9%
55% 56%
24%
1970 to 1989
(n=24)
Before 1970
(n=11)
18%
1990 to 2010
(n=10)
36%
55%
27% 17%
1990 to 2010
(n=10)
21%
63%
70%
55%
30%
Before 1970
(n=11)
1970 to 1989
(n=24)
18%
9%
20% 27%
55%
36%
60%
Before 1970
(n=11)
20%
1990 to 2010
(n=10)
18%
1970 to 1989
(n=24)
55%
<$50 >$100$50-$100
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q22 – Please specify your organization’s average cost of acquiring a new member – past and projected.; S1 - What year was your organization founded?
Average Cost of Acquiring a New
Member by Org. Age (FY 2005)
Average Cost of Acquiring a New
Member by Org. Age (Current FY)
Average Cost of Acquiring a New
Member by Org. Age (FY 2012)
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USD 98
USD
101
USD
117
USD
100
USD
100
USD
118
USD
131 USD 79
USD
136
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Membership Base of Advocacy Organizations
Cost of New Member Acquisition (2/2)
20%
18%
40%
13%
< 3 MM
(n=14)
3 to 4.99
MM
(n=10)
20%
40%
67% 69%
5 to 9.99
MM
(n=5)
13%
> 10 MM
(n=16)
36%
45%
19%
14%
20% 20%
13%
> 10 MM
(n=16)
< 3 MM
(n=14)
40%
5 to 9.99
MM
(n=5)
40%
79%
3 to 4.99
MM
(n=10)
7%
40%
40%
69%
19%
20%
18%
20% 19%
5 to 9.99
MM
(n=5)
> 10 MM
(n=16)
40%
40%
3 to 4.99
MM
(n=10)
45%
36%
< 3 MM
(n=14)
13%
67% 69%
13%
Average Cost of Acquiring a New
Member by Revenues (FY 2005)
Average Cost of Acquiring a New
Member by Revenues (Current FY)
Average Cost of Acquiring a New
Member by Revenues (FY 2012)
Note: Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q22 – Please specify your organization’s average cost of acquiring a new member – past and projected.; Q19 – Please tell us about your revenue – past
and projected.
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March, Walk
or protest
Raise money
Organize an
event
Vote
Help build
our agenda
Visit an
elected official
Recruit other
members
Volunteer
Sign a petition
Contribute money
Attend an event
Frequency of Engaging Members (1/2)
Engagement with Members
Note: Never Includes not applicable; Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q7 – How frequently do you ask members (e.g. donors, activists and/or volunteers) to do any of the activities? S1 - What year was your organization
founded?
Frequency of Various Asks –
Organizations formed pre 1970 (n=27)
Frequency of Various Asks -
Organizations formed 1970-89 (n=54)
Frequency of Various Asks - Organizations
formed 1990 onwards (n=26)
Frequently Sometimes (1-2 times a year) Never
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Vote
Raise money
Organize an
event
March, Walk
or protest
Volunteer
Recruit other
members
Sign a petition
Help build
our agenda
Visit an
elected official
Attend an
event
Contribute
money
Frequency of Engaging Members (2/2)
Engagement with Members
<3MM (n=36) 3 to 4.9 MM (n=19) 5-9.99 MM (n=21) More than 10MM (n=31)
Note: Never Includes not applicable; Some of the analysis on this slide is not statistically significant given that the sample size is less than 30
Source: Q7 – How frequently do you ask members (e.g. donors, activists and/or volunteers) to do any of the activities? S1 - What year was your organization
founded?
Frequency of Various Asks from Members by Size of Organization
Frequently Sometimes (1-2 times a year) Never
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Communication with Mainstream Media
Usage of Media Tools
75%
59%
98%94%96%
63%
88%
68%
49%
90%86% 86%
3%
80%85%
49%
28%
2%
71% 66%
8%3%
53%
63%
Listservers
(n=73)
26%32%
Direct Mail
(n=90)
37%
OpEds
(n=93)
11%
Email (n=108)
74%
Website
(n=108)
68%
Connect membersSolicit inputFund-raiseRequest actionRecruit new membersRaise awareness
Source: Q9 – How is your organization using mainstream media tools to communicate with members?
Mainstream media tools are mainly used by organizations for raising awareness and
requesting action
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11%8%
19%24%
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14%
0%6%3%
6%
14%
Billboards
(n=19)
TV
(n=36)
11%
Radio (n=37)
16%
Print Ads
(n=50)
20%
Earned Media
(n=72)
17%
26%
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Usage of Various Mainstream Media for Different Activities (n=108)
